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Abstract  
The Spring Festival Gala is the most watched television program in China. However, as 
time changes, viewers have found that the Gala is boring and not attractive and interesting 
anymore because of various reasons. The show has received praise as well as criticism. Thus, 
reclaiming lost audience and continuing to innovate are the two obstacles facing the Spring 
Festival Gala. 
 The purpose of this thesis is to explore whether social media is able to help the Spring 
Festival Gala to attract audiences, especially the younger generation, and to examine whether a 
new form of cooperation between the Gala and advertisers could be accepted by the audience.  
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    Chapter 1: Introduction   
Background 
China, which has 56 ethnic groups, is one of the oldest countries in the world. One of the 
distinctive features of Chinese culture is the variety of unique festivals that have evolved over 
the course of China’s history (Wei, 2011). Among many festivals, the Chinese Spring Festival 
(also known as Lunar New Year or Chinese New Year) is the primary holiday for most Chinese. 
The arrival of the Spring Festival symbolizes family reunion. There are many traditional 
ceremonies in which people participate on Lunar New Year’s Eve, such as family dinner, setting 
off firecrackers and sending gifts of money (known as red pockets).  Since 1983, on every Lunar 
New Year’s Eve, one of the significant national television networks, China Central Television 
(CCTV), produces a show to celebrate the holiday. The show is called Chinese Spring Festival 
Gala, and it is a live program that has become a significant and traditional event for Chinese 
people to enjoy while having family dinner. The Gala begins at 8 p.m. and lasts four and a half to 
five hours. 
China utilizes a one-party system, which is the Communist Party of China (CCP). The 
party believes in a harmonious society in which everyone’s values are aligned. As the only 
national television network, in general, CCTV is the mouthpiece of the party. This can be seen in 
the Gala. The Gala allows the CCP to convey kindness and concern for the people through 
various performances, such as singing, dancing and comedy.  Furthermore, as the biggest 
ceremonial event in China, the Gala needs to take political responsibility and share national 
mainstream ideology. Therefore, the Gala’s production team has to insert the main theme of 
positive-energy-with communism into many programs (Qiao, 2016).  
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For more than three decades, the Gala has interacted with the audience in various ways. 
For instance, in the first Gala, in addition to the programs that had been prepared in advance, 
television viewers were able to call-in via hotlines to request any show that they desired to 
watch; the Gala’s production team would try to satisfy audience wishes (Xi, 2008). This was the 
primary interactive format between the Spring Festival Gala and the viewer. From this, the Gala 
evolved to include different styles of interaction, such as texting messages to the Gala’s official 
SMS platform and commenting on the show (Wei, 2015).  
From its debut to the early 2000s, audiences had high expectations and paid significant 
attention to the Gala. If the audience could easily remember details (such as a song or a line from 
the comedy) of a performance and made it popular among viewers, it could fully explain how the 
audience was passionate about the show. In nearly every year from 1983 to the 2000s, there were 
always several songs or comedy lines widely circulated among the public. (Qiu, 2005) The 
Gala’s television ratings reached 90% on average during the 80s. (Meng, 2010) Yet, beginning in 
the mid-2000s, the ratings gradually fell and viewers had reduced interest in watching the show. 
Chapter 2 will detail a comprehensive analysis of the Gala’s ratings. 
The gala is likely to maintain a similar pattern. For example, there are many actors and 
singers who have been performing in the gala for over 10 years. Thus, most viewers get tired of 
seeing the same faces over and over again. If there is no innovation in the show, viewers will not 
be motivated to watch the gala. This is a typical challenge to the Gala.  
Audiences are like customers; they always have an expectation of the products they are 
interested in. The Spring Festival Gala is a product that audiences were attracted to from the very 
beginning. The gala’s production team is the product designer. As time goes by, the product 
gradually lost its unique features, which tested the customers’ patience. The reason is because the 
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product designer always kept a rigid attitude in product development but had not found its way 
out of the situation yet. If the customers become more and more critical, the product could be 
considered to be a conservative and outdated brand, and would eventually be abandoned by 
customers. However, a phenomenon called Social Television is a tool that could potentially 
rescue the ratings and reclaim attention from the audience, especially the younger generation. In 
2015, the Gala turned to social media to help remedy the situation. 
Social Media in China 
 Social media provides a platform that allows people to communicate, express and 
comment on every matter. Moreover, participants can exchange conversation back and forth with 
immediacy. 
One of the useful functions of television is that it is able to deliver the most updated 
news. Yet, this pattern has changed since the emergence of social media. Nearly every media 
company operates its official account on various social media platforms. When an emergency 
occurs, the latest progress is updated on social media and it gradually becomes mainstream. In 
addition, social media affects the way people interact with others, as well as their involvement 
with television. Social media such as Facebook in America and Weibo and WeChat in China 
have gradually rising impact that could bring a threat to television.  
           Today, people are sitting in front of television but they are not focused on watching 
television exclusively; they use cell phones to text, browse social media or play games. 
Sometimes, people like to interact and share comments with others on social media while they 
are watching television programs. This seems to demonstrate that the audience desires to be part 
of the show. They are not just sitting on the couch alone but they are able to discuss it with other 
viewers on social media who are also watching the same television program. The notion of 
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Social Television, combining the familiar and much enjoyed everyday activity of television 
viewing with the possibility to provide openings for social interaction seems very promising 
(Tscheligi, Obrist and Lugmayr, 2008). Social Television is an increasingly frequent 
phenomenon referring to a habit which contains the use of social media while viewing television 
programming in people’s daily lives. Audiences like to access “second screen” companion 
content in order to better participate in the show they are watching on the “first screen”, which is 
the television. (Proulx & Sheptain, 2012) 
According to Wang, Zhang and Gai (2013), Social Television brings a brand new 
experience to both viewers and television producers, which is a significant change from 
“watching television” to “using television”. Now, television will no longer only be considered as 
a machine that receives a signal and broadcasts shows, it is more like a friend who encourages 
the audience to jump into a bigger social zone and encourages them interact with each other.  
Most Chinese people began getting in touch with Social Television heavily in 2009, when 
Sina, an online media company that provides Chinese internet content service for mainland 
China and global Chinese communities, launched Sina Weibo in August of that year. Weibo 
soon became the most popular microblogging platform in China (Wu, Jakubowicz & Cao, 2013). 
Another rapidly growing social media platform, WeChat, is a mobile application which started in 
China in January, 2011, and now used in more than 200 countries and over 20 languages. 
WeChat reached more than 100 million users within 13 months (Ong, 2013). 
Since social media like Weibo has been gaining popularity in China, one of the reasons 
that people (especially the young generation) watch the Gala is because they want to ridicule the 
show. For example, if a person did not watch the program, and then goes to Weibo and sees 
people making jokes about the show, he or she won’t know the reason for the jokes. Therefore, 
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in order to not be “outside”, some people watch the show so they won’t be “abandoned” in social 
media.  
 Social Media and the Gala 
 In 2015, the Gala took an important step, which was to interact with the audience 
through a game called “Shake Shake”, on one of the most popular social media platforms in 
China, WeChat. The main purpose of the game was to arouse audience interest in the show, 
especially from the younger generation. The appearance of social media interactive games like 
“Shake Shake” introduced a new understanding of the way viewers watch television. The Spring 
Festival Gala in 2015 was an example of the use of social media tools that created a novel 
platform for the audience (Yu, 2015). Additionally, it provided a business opportunity to present 
advertising to the audience. The 2015 Spring Festival Gala was the first to issue international 
rights to social media like YouTube, Twitter and Google+ to air the live show. These three 
websites are banned in China.  
The social media game that the Gala’s production team devised used red pockets 
distributed to the audience through WeChat during the live show. Giving red pockets during the 
Lunar New Year has been a tradition in China since ancient times; the giving of every red pocket 
places people’s blessings and wishes among family and friends. The red pocket is usually sent by 
elders to youngsters. Moreover, the Gala and the government decided to deliver red pockets to 
the audience as a blessing from the government and the CCP to ordinary people. 
Since 2012, all advertising was banned from the Spring Festival Evening Gala (Xie, 
2012).  . The reason that advertising had been unwelcome was because it ruined the mood when 
the audience was enjoying the gala. 
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Hypotheses: 
1. Along with social media growing rapidly in China, producers of the Chinese New Year’s 
Spring Gala have discovered a new way to refresh the broadcast and attract younger 
audiences and new advertisers. 
2. The use of Social Television will be the strategy that leads the audience to view the 
Spring Festival Gala in the next five to 10 years. 
3. Advertisers will take advantage of new opportunities related to the Spring Festival Gala’s 
use of social media. 
Research Questions: 
 The five research questions below will help to prove or disprove the previous 
hypotheses: 
1. How has the format for the Gala broadcast changed from 2010 to 2016? 
2. Can the implementation of social media interactive games increase audience interest in 
the gala? 
3. How has social media changed the gala in relation to popularity and audience size, 
particularly for the young audience? 
4. How has the audience experienced and reacted to the ads that are embedded in the gala 
and social media interactive games? 
5. What are the factors that influence the audience to view or not view the gala? 
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Chapter 2: Literature Review 
Introduction 
         The emergence of internet-based social media has made it possible for one person to 
communicate with hundreds or even thousands of other people (Mangold and Faulds, 2009). 
With the availability of the internet and social media, people are using these technologies more 
than television; especially in recent years, social media have become ubiquitous and important 
for social networking and content sharing (Asur, 2010). Lei Zhang, social television expert, 
pointed out in an interview with Finance China that social communication is an important feature 
of television. He mentioned that CCTV had researched the kinds of topics people usually discuss 
in daily life. The results indicated that 51% of respondents chose content from television 
programs. However, television is taking advantage of social media to attract viewers. With the 
growth of social media users, traditional media such as television increasingly are switching 
focus on expanding influence through platforms like Weibo and WeChat (Qiu, 2015). Producers 
of the Chinese Spring Festival Gala have noticed this trend and have been using social media for 
the gala since 2015.  
 The first part of this chapter will analyze the factors that contributed to a loss of interest 
in the gala. The second part will explain the efforts and solutions that the gala attempted through 
social media. The third part will be a conclusion.  
The Gala Encountered Difficulties 
        The CCTV New Year Spring Festival Gala has long been the most popular and 
anticipated annual television program in China, since its debut in 1983 (Goossaert, Kiely and 
Lagerwey, 2015). Since then, the Gala has experienced various style changes in order to satisfy 
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the taste of the audience. However, although the gala’s production team attempted to create 
elements to improve the show, the television ratings have been declining every year since 2006. 
During the 80s, the ratings maintained above 90% on average (Meng, 2010); during the 1990s, 
the highest rating was 61.8% in 1998, but the average ratings were 40%. (Luo, 2014) Then, after 
entering the twenty-first century, the highest rating it received was 38.3%, which was in 2010; it 
was down to 31% in the next year. The 2015 rating was 28.4% with a total audience of 690 
million. This was the first time the ratings were less than 30 percent and the size of the audience 
decreased below 700 million (Chen, 2015). It is true that in the 80s and 90s, the total number of 
available television programs was limited so that the audience was expected to watch the Gala. 
While there are multiple choices of television programs in the 21st century, and more people 
own televisions, since 2003 China has had a unique rule dictating that every provincial channel 
has to broadcast the Gala on New Year’s Eve. Therefore, one cannot explain falling viewership 
of the Gala by the increase in television programming variety alone. The Gala’s content should 
be examined.  
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Figure 1. 2003-2016 Spring Festival Gala Television Ratings. Source: Luo, WangYi 
Entertainment No. 41, 2014. Data from 2007 is not available.  
 
 
One of the factors that contributed to the gala’s becoming less attractive was the 
particular stereotyped expression of its programs. CCTV represents the mouthpiece of the 
Chinese Communist Party, the ruling party in China. Thus, no other entertainment program 
embodies the mainstream ideology of “harmonious society” better than the Gala (Di, 2016). No 
matter what the program, whether singing, dancing or comedy, nearly every program confirms to 
CCP propaganda outlines. Even though the stage design has gotten fancier year by year, the 
content has not fundamentally changed. The content of the show is inconsistent with real life. 
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The Gala always sings the praises of the country and the government but forgets to acknowledge 
the unsatisfying socio-economic situation of some people (Yan, 2013). 
Moreover, besides the old-fashioned form of the programs, performers are predictable as 
well. Every year, the gala producers invite the most popular singer or actor of the year to perform 
on the show. However, there are only a handful of pop stars that can be on the stage of the Spring 
Festival Gala. There is a singer named Guyi Li, who has sung the same song, “Unforgettable 
Tonight”, in the gala nine times over the last thirty three years. Not only Li, but most of the 
actors, singers and hosts have been performing in the gala for 10 years on average. Thus, more 
and more, the audience has gotten tired of seeing this repeated show, giving rise to the 
phenomenon described as “fatigue of aesthetic” (Cheng, 2007). In other words, the audience tires 
of seeing the same show over and over again.  
The Spring Festival Gala still has an impact on Chinese society; however, in Yu’s 
opinion, as an inflexible entertainment form, the gala will gradually fade from the stage of 
history in the next five to ten years (He, 2015). Additionally, a Chinese social commentator, 
Qizhuang Tian, expressed his thought to Voice of America Chinese in a talk show that the gala is 
more like a group activity of political study than an entertaining show because it is no longer 
related to art. This is contrary to the original intention of the first gala, which was held in 1983. 
Tian thought that the gala producers did not understand what the audience truly wanted from this 
most important annual cultural event (Mu, 2016). 
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Social Media helps to reverse the situation 
Social Television 
There are four facets of Social Television in China today: commenting, voting, following 
and playing games. (Li & Hu, 2015) First, as social media accounts for much of the younger 
generation’s leisure time, the topic or event trending at the top of a specific social media 
platform and how involved people can get with that topic is important. For instance, the younger 
generation likes to browse people’s posts or comments about the gala. However, if people do not 
watch the gala live, they will not understand the jokes about the Gala. (Jiang, 2016) Second, not 
only making comments on the show through social media, voting is also important for the 
audience to feel involved with the program. The audience can use their phones to scan or take a 
photo of a QR code and get access to a specific voting or commentary forum created by the show 
on Weibo or WeChat. Sometimes, the show will provide prizes for people who vote. (Zhang, 
2013) Third, starting in 2013, another of CCTV’s most viewed programs, Xinwen Lianbo (News 
Simulcast), also joined the social media world. The anchor says, “Please follow us on our official 
account on Weibo and WeChat” at the conclusion of the show every day. (Xiao, 2013) Finally, 
interactive games are an engaging format that connects the show with the audience. Interactive 
games will be addressed later in this chapter.  
The emergence of social media and social television gradually brought the Gala back to 
becoming a trending topic among viewers. The decline of television ratings doesn’t mean online 
attention has decreased. It is because the way that people watch the Spring Festival Gala has also 
quietly changed; browsing Weibo and seeing what people post to make fun of the show became a 
novel way to experience the Gala. This is the reason that CCTV sought to partner with Weibo 
and WeChat to satisfy audience demand for innovation (Qiu, 2015). The purpose of viewing the 
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gala has changed to ridicule the show. Therefore, audiences on social media already critique it 
while the show is still ongoing. At that time, the Spring Gala became a public topic that created a 
new distinguishing Chinese feature (He, 2015). According to Reference News, the annual Spring 
Festival Gala attracts global Chinese interest as always.  Yet, the show also creates the event of 
the year on the internet, which is a meeting of ridiculing the gala’s programs by making 
comments and discussion with other users on the several popular social media platforms such as 
Weibo (Huang, 2015). 
In 2015, the Gala’s production team attempted to launch an interactive game for the first 
time through WeChat, which had 549 million monthly active users in 2015, according to parent 
company Tencent (2015). Based on an analysis of WeChat User Global Report 2015 by 
Curiosity China, WeChat users are young; 86.2% are 18-36 years old. The report also indicated 
that WeChat had become the most used mobile application in China. As of 2015, WeChat had 
used more content than any other social medium in China, such as Weibo and QQ (Bonhomme, 
2015). Also, WeChat owns a unique feature, WeChat Wallet, which is different from other 
applications. Users can pay utility bills, check in for flights and receive information for 
government services via the wallet. According to Bonhomme (2015), 25% of users interact with 
WeChat more than 30 times per day while 55% review it over 10 times. The biggest advantage 
of the wallet is that users can transfer money in and out, and also link their bank accounts to 
manage it. This information further explains why cooperation was imperative between the Gala 
and WeChat.  
In addition, the purpose of using interactive games during the Gala was to increase 
interest not just for the general audiences, but specifically for the young generation. 
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With the appearance of WeChat Wallet, more and more people became accustomed to 
sending out red pocket (the traditional activity of giving money at Lunar New Year) through 
social media, not just limited to “kids receiving from their parents, grandparents and others” 
anymore, but also gaining popularity among the young generation. (China Highlights, 2015) It 
has become a trend in China since 2014. In fact, people take less notice of the amount of the 
money in the red pockets they’ve received through WeChat; it is a delightful interactive game 
and gives a sense of satisfaction to the users because receiving red pocket is a symbol of luck in 
China. Precisely because of the popularity of sending red pockets via WeChat, the Gala adopted 
this activity and used it in the live show. By catching attention from the young audience in a way 
that also benefited them, the gala would create an important tool for increasing viewership as 
well as online participation in the future. This was a prescient initiative between the Gala and 
social media (Mo, 2015). 
In addition to interactive games, distributing this Chinese cultural event to more overseas 
audiences is also a goal. In 2015, CCTV provided live broadcast rights to several social media 
platforms such as Google+, Twitter and YouTube. It should be noted that these three websites 
are banned in China. The action indicated that the annual Lunar New Year’s Gala television 
show was all set to go international (AP, 2015). In addition, a Chinese video website iQIYI had 
the exclusive live rights to broadcast the Spring Gala domestically via the internet in 2015. It 
utilized a feature known as “barrage”, which is based on an idea from one of the newest social 
media platforms from Japan called “Niconico”. The “barrage” means “the viewers can insert 
their comments at a precise moment during a video” (Masuzawa, 2014). For instance, if a viewer 
wrote a comment and inserted it at the thirty-five second point, at the same time, the other people 
who watch the same video would be able to see the comment appearing on their screens. 
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Basically, the function of “barrage” is to provide a feeling that viewers are watching a video 
along with others. The number of “barrage” comments was 100 million during the 4.5-hour live 
show, which became one of the biggest highlights of the Spring Gala of 2015 (Chen, 2015). 
Tricia Wang’s book, Talking to Strangers: Chinese Youth and Social Media, indicates that 
Chinese youth tend to dialogue with strangers in cyberspace in order to show one’s personality 
that is different from real life. 
According to Science China (2015), young users were the main demographic of online 
viewers during the Gala of 2015. Users under 30 years old accounted for 91% of the total 
viewers of the live webcast.  
Advertising and interactive games. 
Social media helps the Spring Festival Gala to attract attention, and it assists advertisers 
in delivering promotions. A common ad practice before social media was to embed ads in the 
show. The embedding of ads featured the use of products (Huiyuan orange juice and Guojiao 
wine) as props, but with their logo prominently displayed (Lin, 2010). Since 2011 though, the 
Spring Gala abolished embedded advertising completely. This is one of the highlights that the 
Gala was proud of, as the audience had been complaining about the advertising.  
With the commitment to “zero embedded ads”, the Gala earned less than $1.75 billion 
from 2011 to 2013. In 2012, the Gala spent $150 million on its stage design. The Gala did not 
gain benefit from the ads but also lost money (Zhou, 2013). Therefore, the Gala and advertisers 
wanted to find a way to bring ads back without upsetting the audience. In 2015, Gala producers 
utilized a WeChat game called “Shake Shake”, an application that the user can play by shaking 
their phone to get “red pocket”, Chinese traditional lucky money. In this game, the player needs 
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to access the “Shake” page on WeChat, and then the player can start shaking their phone. If the 
player wins, however, that audience member must see the name of the brand from one of the 
advertisers before they can claim the money inside the red pocket (e.g. “Huiyuan Juice has 
dispatched a red pocket to you, we wish you a happy new year” or Guojiao Wine congratulates 
you, you’ve shaken a red pocket”) (Hu, 2015). The participant is not able to skip the ads.  
During the Gala, the game could only be played at certain times. It required viewers to sit 
in front of the television so they wouldn’t miss the host’s commands. Otherwise, participants 
would lose the chance to win prizes. The advertisers, CCTV and social media constructed an 
idea to maximize benefits to the three interests. To the viewers, this provided an opportunity to 
earn money; for the advertisers, this helped to achieve higher advertising effectiveness and 
exposure for their brands; for the Spring Festival Gala, this created more revenue from 
advertisers. More importantly, the Gala successfully recaptured television viewers (Mo, 2015). 
Conclusion 
 This chapter first examined the reasons that led to falling viewership for the Gala. The 
immutable format of programs and promotion of political ideology were the two main factors 
that made the audience abandon the traditional show. The next part took a close look at how the 
Gala paid painstaking attention to attract viewers by using social media. The section revealed 
several data reports to indicate the popularity and importance of social media among people 
(especially the younger generation) in China. In addition, the chapter revealed the social media 
game that helped the Gala gain attention as well as increased revenue through cooperation with 
advertisers. In summary, the Gala should take advantage of using the applicability of social 
television to re-build its reputation among the audience, and this should be a trending direction to 
lead the Gala towards further success.  
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Chapter 3: Methodology  
Introduction: 
Along with the rapid rise of social media in China, there is no doubt that, so far, as the 
world's largest internet market, China has the potential to attract more social media users. 
According to WeAreSocial, as of August, 2015, there were 668 million active internet users in 
China, which is nearly half of the country’s population. Among these 668 million people, there 
are 658 million active social media users, which is more than the sum of users in the United 
States and Europe. Additionally, the number of active mobile social media users has reached 
574 million, a 15% increase over 2014 (Kemp, 2015). These numbers prove an undeniable fact, 
which is that social media have already been assimilated into the daily lives of the Chinese 
people. 
 The Spring Festival Evening Gala has been accompanying the audience for 33 years. 
However, despite the performance formats or content of the show, the gala has experienced a 
lack of interest by the audience, which caused ratings to decrease year by year. In order to 
reverse the trend, the gala’s producers devised a method to improve not only the content, but also 
looked into the virtual world of social media platforms. In 2015, gala producers collaborated 
with one of the most popular Chinese social media sites, WeChat, for the first time, and designed 
a game on WeChat called “Shake Shake”. The purpose of the game was to let the audience shake 
their cell phones while viewing the gala with a chance to win money through the game. Even 
though there was no guarantee that every participant would win a prize, according to China 
Elections and Governance, during the four and a half-hour gala in 2015, WeChat had received 
110 billion “shakes” with a peak of 810 million times per minute; the gala sent a total of 120 
million prizes to the audience via WeChat. Although the interaction between the audience and 
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social media seemed to have a breakthrough, the overall program rating is the best evidence to 
test whether the method was successful. The television rating of 2015 Spring Festival Gala was 
28.4%, with about 690 million viewers. (Chen, 2015) This was the lowest rating since 2008. 
Thus, will social media affect the behavior of the audience viewing the gala? This is the purpose 
of the study.  
Research Methodology: 
             In order to collect the most effective answers, a survey was created for the research 
study. The purpose of the survey was to better comprehend the opinions of respondents about the 
collaboration of the Spring Festival Gala and social media platforms. Survey questions were 
created one week after the 2016 Gala aired.   
The survey was completed via a Chinese website called Wen Juan Xing 
(www.sojump.com), which is a platform for creating professional online surveys, evaluations 
and polling. The advantages of Wen Juan Xing included cost and convenience. The website has 
been widely used by a large number of enterprises and individuals.  
Sample: 
Since the survey was open to the public, people who participated in this survey could be 
from anywhere in the world. Even though there was no limitation on demographics, due to the 
topic selection, all the respondents’ were Chinese.  
 The survey was sent out on March 4, 2016 for a five week duration. During the period, 
it received 138 respondents. Among those, 62 were male and 76 were female. There were 60 
people age 16-26, 22 from 27-36, 32 were 37-46, and 24 were 46 and older.  
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Design of the Instrument: 
 As the study was based on an event that has been affecting the Chinese people for over 
30 years, there is nothing more important than listening to opinions from regular viewers. The 
survey was an applicable tool to reveal the results of the study completely and clearly, especially 
when social media became a new element added to the gala for two consecutive years. Whether 
or not the audience would accept or reject this change was the study’s most important inquiry. 
The overall goal of the survey was to analyze and understand how the gala has changed in the 
perception of the viewer. Furthermore, the survey was designed to not only focus on the impact 
that social media has brought to the gala, but also to observe the audiences’ thoughts from 
several aspects; what the viewers think of embedded advertising in the gala and in the social 
media games, and how would the audience evaluate the quality of the show. Results from the 
survey can be utilized to make recommendations for changes to the gala.   
Data Collection and Analysis 
After data collection was finished, the data went through statistical and qualitative analysis. The 
survey website Wen Juan Xing provided the opportunity for the researcher to access all relevant 
data and results. Therefore, the results would be offered in several forms, such as charts, 
numbers and figures.  
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Chapter 4: Results 
 A total of 138 people participated in the survey. The first two questions asked the 
respondents’ gender and age. 45% of the total were male (n=62), and 55% were female (n=76). 
Among these participants, 43% were age 16-26, 16% (22 people) were age 27-36, and 23% (32 
people) were between 37 and 46. Finally, 17% (24 people) were age 47 and older. 
 
 
                                               
                                                      Figure 2. Survey results: Gender 
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Figure 3. Survey results: Age  
  
 
 
The third and fourth questions asked the way that respondents viewed the spring gala in 
2010 and 2016. These two questions represented the first research question, “How has gala 
viewing changed from 2010 to 2016?” The answers for 2010 were overwhelming. 98% of 
respondents chose television and 2% chose computer. However, by 2016, the situation greatly 
changed. 51% of respondents still chose television; 23% viewed the gala on a computer; 15% 
used a tablet and 11% used a mobile device. The charts below indicate the results:  
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Figure 3. Results of survey question 3 and 4 
 
 The next question attempted to understand whether the audience had used social media 
while they were watching the gala. 85% of viewers answered that they had logged in to their 
social media accounts when the gala was on air; the remainder, 15%, noted that they did not use 
social media while watching the gala. The chart below shows the answers from each age group: 
 
98%
2%
Q3. How did you watch 
the Spring Gala in 2010?
Television Computer
51%
23%
15%
11%
Q4. How did you watch 
the Spring Gala in 2016?
Television Computer Tablet Mobile Device
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   Figure 5 Results of survey question 5  
  
 
The sixth question was to explore what social media activities the audience would engage 
in while watching the gala. 30.4% of respondents chose “Chat with friends on social media.” 
50.7% indicated that they would like to “discuss and comment on the gala’s programs on social 
media, such as Weibo and WeChat.” The remaining 18.9% chose the option “the audience would 
like to browse other people’s comments on social media.”  
100
90.91
62.5
70.8
0 9.09
37.5
29.2
16-26 27-36 37-46 47 AND ABOVE
Q5. Did you use social media while watching 
Spring Gala in 2016?
Yes No
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   Figure 6 Results of survey question 6 
  
 
The next was a follow-up question; it asked whether or not social media provided the 
motivation to browse people’s discussion and comments about the gala. In other words, the 
question tried to understand the importance of social media in affecting audience behavior. 
Among the answers, the most “strongly agree” were 16-26 years old, (56.7%). Respondents 37-
46 and 47 and older disagreed that the discussions and comments on social media were the most 
important factor leading them to watch the gala. The chart details the results: 
19
27.7
76.8
49.9
65.3
49.2
13.2
28
15.6 23 10 22.1
16-26 27-36 37-46 47 AND ABOVE
Q6. What did you do on social media while 
watching the gala? 
Chat with friends on social media
Discuss and comment the gala’s programs on social media, such as on Weibo and WeChat
Browse other people’s comments of the gala on social media
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           Figure 7 Results of survey question 7 
 
 
Questions 8 to 10 specifically focused on the gala’s interactive game that was created for 
WeChat or Weibo. The question was asked whether the audience knew and played the game 
while watching the gala. 34.8% of respondents knew the game but did not play; 58% knew and 
also played the game. Only 7.3% who did not know about the game played the game.  
56.7
27.3
6.3 4.2
28.6
36.4 34.4
29.2
9.9
36.4
62.5
66.7
4.8 4.6 0 0
16-26 27-36 37-46 47 AND ABOVE
Q7. Do you agree that audience comments and 
discussions on social media motivated you to 
watch the gala?
Strongly Agree Agree Disagree Strongly Disagree
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   Figure 8 Results of survey question 8 
 
 
Question 9 asked respondents’ views on seeing advertising in the social media game. 
40.6% expressed that “the ads are annoying but it is understandable.” 19.6% thought the ads 
were “completely annoying.” 31.2% of respondents chose “the ads can be ignored because I 
enjoyed the social media game.” Only 8.7% of people felt the ads were “fairly annoying.”  
The researcher not only intended to learn what people thought about the ads within the 
specific social media game, but also desired to compare the ad formats from television to the 
internet space. Thus, question 10 asked whether or not the audience considered ads placed in the 
social media games were more acceptable than on the stage of the gala. 33.3% of the audience 
agreed that seeing ads in the interactive games was better than in the gala. 23.9% of respondents 
thought that both formats were acceptable. The other 23.9% rejected any kind of ads during the 
gala. The remaining 18.8% didn’t play the game so it was negligible to them.  
8.3
40.9
62.5 62.5
90.8
54.6
18.8 250.3 4.6 18.8 12.5
16-26 27-36 37-46 47 AND ABOVE
Q8. Did you know or play the “shake shake” 
game while watching 2015’s Gala as well as 
“collecting 5 cards” in 2016’s gala? 
I knew the game but did not play it I knew the game and also play it I did not know the game
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   Figure 9 Results of survey question 10 
 
 
Question 11 asked whether or not the social media games left an impression on the 
audience. 46% of the respondents said they would be impressed by the ads, 26% failed to 
remember, and the remainder (28%) said the ads were slightly memorable.  
14.3
22.7
40.6
37.5
61.9
27.3
12.5 8.3
19.1
36.4
6.3
20.8
4.8
13.6
40.6
33.3
16-26 27-36 37-46 47 AND ABOVE
Q10. Do you think that placing ads in the social media games is 
more appropriate than placing ads directly in the gala?
No matter what kinds of ads in any platform, it just being annoying.
Ads on social media games are better than rigidly placed in the Gala
Both of patterns are  acceptable
Since I didn't play the game so it doesn't matter to me
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    Figure 9 Results of survey question 11 
  
 
The purpose of questions 12 and 13 was to find out the influence and sustainability of 
social media games in the gala. Question 12 asked whether or not the interactive games made 
viewers more interested in watching the gala. 62.3% people agreed and 37.7% didn’t think the 
social media games successfully created more attention.  
The next question inquired: “Will viewers support the gala’s strategy to create more 
social media games?” The answers were evenly matched. 52.9% of respondents said that it was 
necessary to keep the games in the future, and 47.1% considered social media interaction 
between the audience and the gala to be needless.  Respondents (n=73) who replied that the 
games were important to the gala explained the reason among them; 32 indicated that the social 
media games were a way to let the gala develop diversity and to increase interest by the audience 
and that the gala should keep up with social media trends. 16 people pointed out that the games 
46%
26%
28%
Q11. Could you remember the ads that you saw 
on the games?
Yes
No
A little bit, but not too impressive
28 
 
could help people to not fall asleep during the boring program. The other 25 respondents said 
that the games were a breakthrough in the show, and the audience could actually benefit from it.  
 The last five questions were of a general nature concerning opinions of the gala in 
recent years. Question 14 asked the average time the respondents spent watching the gala. The 
chart below shows the results: 
 
 
 
    Figure 11 Results of survey question 14(1) 
50%
41%
9%
Q14. How long on average would you watch the 
Spring Gala?
0-1.5 hours
1.5-3 hours
3-4.5 hours
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    Figure 12 Results of survey question 14(2) 
 
 
The next question asked why viewers would choose to watch the gala on New Year’s 
Eve. 7.3% chose “The show includes my favorite singer(s) or actor.” 42% of the respondents 
said that “I have been watching the gala for a long time; it’s a tradition for me.” 45.7% indicated 
that “I have no choice since the four-hour period is monopolized by CCTV, which means every 
provincial channel must broadcast the gala at that certain time.” The remaining 42% of 
respondents watched the gala because they were “afraid of not being knowledgeable about the 
jokes that people make on social media.” The chart below explained how each age group 
responded to each option: 
71.4
59.1
50
20.818.5
31.8 31.5
58.3
10 9.1
18.8 20.8
16-26 27-36 37-46 47 AND ABOVE
Q14. Duration by age group
0-1.5 hours 1.5-3 hours 3-4.5 hours
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   Figure 13 Results of survey question 15 
 
 
Question 16 inquired: “Is the appeal of the gala’s entertainment features decreased by the 
political content?” More than half of the respondents (52.2%) agreed with that and strongly think 
“it has great impact” on the show; 36.2% of respondents considered that “it certainly affects the 
show but not greatly.” The remainder of the 8.7% and 2.9% indicated that political factors had 
“not much affect” and “not at all” respectively. The chart below shows different age group’s 
responses: 
2.6 13.6 9.4 12.510.3
36.4
56.2
78.3
37.3
22.7 28.1 5.3
49.9
27.3 6.3 3.9
16-26 27-36 37-46 47 AND ABOVE
Q15. Specific in different age group
The show includes my favorite singer(s) or actor
I have been watching the gala for a long time, it’s a tradition to me
I have no choice since the four-hour period is monopolized by CCTV, which means every
provincial channel must broadcast the gala at that certain time
afraid of not being knowledgably about the jokes that people make from the social media.
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    Figure 14 Results of survey question 16 
  
 
The next two questions asked about the production quality of the gala. Question 17 was 
“Do you think the gala’s production quality is on a downward trend in recent years? 87.7% of the 
respondents agreed, and only 1.5%, or 2 people, disagreed with the statement. The remaining 
10.9% thought that the gala didn’t have too many changes.  
85.7
59.1
12.5
20.8
14.3
36.4
59.4
54.2
0 4.5 15.6
25
0 0 12.5 0
16-26 27-36 37-46 47 AND ABOVE
Q16. Do you think that the Spring Gala carries social 
responsibility and praise for the Communist Party so that it 
affects the entertainment features?
it has great impact it certainly affecting the show but not greatly no much affect not at all
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    Figure 15 Results of survey question 17 
  
 
Question 18 asked whether or not the audience was still looking forward to viewing the 
gala next year. More than half (52.9%) said they do not expect to watch the gala in the next year. 
22.5% still hold hope for the gala and 24.6% chose “it doesn’t matter to me”. The chart below 
shows the detailed results from every age group: 
94.9
86.4
78.1 79.2
2.6 0 3.1 02.6 13.6 18.8 20.8
16-26 27-36 37-46 47 AND ABOVE
Q17. Do you think the Spring Gala's production quality is in a 
downward trend in recent years?
Yes No A littl bit
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    Figure 16 Results of survey question 18 
  
 
The last question was to let the respondents have a chance to express their suggestions on 
improving the quality of the programs. One of the suggestions mentioned that “the program 
should be more close to people’s livelihood.” And, some people indicated that “the gala should 
encourage the spirit of entertainment from beginning to end. This has nothing to do with 
politics.” More people said that “when reflecting the status quo of the country and the party, the 
programs should be less sensational, more rational.” Others thought that “the gala needs to create 
some programs that are for vulnerable social sectors, such as culture and education. The purpose 
is to let the society pay attention to them but not just blindly praise a good thing.” A few people 
suggested to “stop holding the gala because it is a waste of human and material resources.” 
 
5.1
27.3 28.1
54.2
92.3
40.9
18.7
12.52.6
31.8
53.1
33.3
16-26 27-36 37-46 47 AND ABOVE
Q18. Are you still looking forward to watching the Spring Gala next year?
Yes No It doesn't matter to me
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Chapter 5: Discussion 
Introduction 
 On every Lunar New Year’s Eve, the Chinese Spring Festival Gala is a traditional 
ceremony that carries the responsibility of summarizing the country’s significant events from the 
previous year. The gala also expresses blessings and wishes for the coming year manifested in 
song, dance and comedy. When the Chinese Lunar Year approaches, viewers look forward to the 
event as a reunion with family. Since the first televised gala launched in 1983, viewing the 
Spring Gala has been enjoyable entertainment after family dinner on New Year’s Eve.  However, 
throughout the 33 year broadcast, the content and format of the program gradually became 
tedious; the audience reduced their expectations of the gala year by year. It is likely that the 
audience could leave this traditional entertainment in the near future.  
The gala’s television ratings have been declining since 2006. Therefore, in order to draw 
attention from younger audiences by incorporating social media, the production team of the gala 
introduced some changes by using interactive social media games during the live show in 2015.  
Review of Hypotheses and Research Questions  
 In Chapter 3, the study proposed a total of three hypotheses and five research questions. 
Each hypothesis corresponded to one or two research questions. In order to examine the 
hypotheses, the study adopted a survey format to understand audience opinions. The survey 
received 138 responses over the course of five weeks. Among the respondents, 60 were 16 to 26 
years old while 22 were between 27 and 36 years old, 32 were 37 to 46 years old and the other 
24 people were age 47 and older. 
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Table 1  
Hypothesis 1 and Research Questions 1,2 
Hypothesis  Research Question(s) 
• H1: Along with social media growing 
rapidly in China, producers of the 
Chinese New Year’s Spring Gala have 
discovered a new way to refresh the 
broadcast and attract more young 
audiences and advertisers. 
• R1: How has the format for the Gala 
broadcast changed from 2010 to 2016? 
• R2: Can the implantation of social 
media interactive games increase the 
audience interest in the gala? 
 
 
 
 
 
  
The first research question probed whether or not the audience had changed the way they 
watched the Spring Festival Gala. Based on responses to the survey, television was nearly all of 
the respondents’ primary medium to watch the gala in 2010; however, the pattern had changed 
six years later, when 51% of respondents still used traditional television as the primary device to 
watch the gala in 2016, with the other half of respondents admitting that they watched the gala 
with a computer, tablet or mobile device. In addition, of the 60 respondents between 16 and 26 
years old, 8 watched the gala on a traditional television while the remainder (n=52) used an 
alternate device. Therefore, the results infer that interest in consuming media via mobile devices 
has dramatically increased among younger viewers.  
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 While the previous research question looked at the change in viewing format in 2010 
and 2016, the second examined social media. This media tool is an immediate and timely 
information dissemination path that occupies a large portion of people’s daily lives, especially 
young people. Thus, the second research question explored whether social media was able to 
assist in resuscitating the gala’s television ratings. The results reflected that cooperation with the 
two top social media platforms, Weibo and WeChat, had a significant effect on audience 
engagement in 2015 and 2016. 80 out of 138 participants played the interactive games while 
viewing the gala. Among the 80, the proportion of young viewers accounted for 70% (56 
people). Within the younger demographic, 95% joined the games. 
Sixty two percent of respondents (86 people) agreed that interactive games made the 
gala more interesting to watch. Of those, 55 were 16 -26 years old. On the contrary, 52 
participants didn’t agree that the social media games were helpful in increasing attention for the 
gala; 39 out of 52 were 37 years old and older. Based on the results, there is no doubt that 
younger audiences were truly attracted by the interactive games. According to the results, it 
could be summarized that the adoption of social media interactive games was able to increase 
awareness of, and attention to the gala.  
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Table 2  
Hypothesis 2 and Research Questions 3 
Hypothesis Research Question(s) 
• H2: Social Television will be the trend 
that leads the audience to watch the 
Spring Festival Gala in the next five to 
10 years. 
 
• R3: How has social media changed the 
gala in relation to popularity and the 
audience size, particularly for the 
young audience? 
 
 
  
 
Social television is a combination of social media and television programming. Viewers 
can express comments through social media while watching television. The purpose of social 
television is to let viewers feel like they are participating in the experience. More and more 
audiences hold the television remote control and their phones at the same time while watching 
television. When watching the 2016 Spring Festival Gala, 117 out of 138 respondents had used 
social media on their phones and other electronic devices. The entire group of young respondents 
between 16 and 26 years old all confirmed that they had browsed social media while viewing the 
gala. 
Furthermore, one of the reasons respondents gave for using social media while viewing 
the gala was because they desired to discuss or browse other viewers’ comments. As the results 
showed, younger respondents (16-26) agreed that the audience comments and discussions on 
social media made the gala worth watching. The result proved that viewers like to make jokes or 
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ridicule the gala’s programs, which has gradually become a motivation to encourage people to 
watch the Gala. 
Based on the results, it is necessary to point out that the gala took advantage of social 
media to enhance its impression on the audience, particularly to younger viewers. It can also be 
inferred that young audiences were not just interested in the interactive game, but were actually 
attracted by the social media phenomenon.  
Hypothesis 1 mostly explored the relationship between the interactive games and the 
audience, and Hypothesis 2 was mainly to study the impact and influence of Social Television on 
audiences viewing the gala. The survey results reflected in the both hypotheses suggested that 
social media helped the gala to gain attention. Thus, because of the high engagement of social 
media, advertisers invested in social media interactive games during the gala.  
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Figure 18; The Relationship between the Spring Festival Gala, Social Media and 
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Table 3 Hypothesis 3 and Research Questions 4 
 
Hypothesis Research Question(s) 
• H3: Advertisers will take advantage of new 
opportunities related to the Spring Festival 
Gala’s use of social media. 
 
R4: How has the audience experienced the ads that 
are embedded in the gala and social media 
interactive games? 
 
 
                                
Under the cover of social media, the audience seemed satisfied with the appearance of 
advertising. From 2012 to 2014, all advertising was removed from the Spring Festival Evening 
Gala. However, in 2015, ads were brought back via the interactive game. 33.3% of respondents 
expressed that compared to the prior gala, ads inserted inside the game were relatively 
acceptable. Conversely, 23.9% of participants did not wish to see any advertising in the gala no 
matter what kind of strategy was used.   
When asked if participants would remember advertised brands from the social media 
game, 46.4% said “Yes” while 26.1% said “No” to the question.  The other 27.5% thought that 
the brands could leave a little, but not a deep impression. Among the 46.4% (64 people) who 
responded positively, a total of 50 were younger. 
Moreover, after the Lunar New Year of 2015, CCTV published a series of data indicating 
that the social media game successfully attracted young audiences. According to “Click Through 
Rate (CTR)”, 15-24 viewers represented 14.9% of total viewership, an increase of 8.6% from 
2014. (Wei, 2015) In addition, this age group gave the highest satisfaction rating to the Spring 
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Gala of 2015.  These results suggest that since the gala’s production team launched a 
collaboration with social media platforms, young audiences got back in front of the television 
and played games with the gala. It demonstrates support for why 50 out of 64 of people who 
admitted they could remember advertised brands were from the younger respondent group.  
Based on the results above, it could be concluded that, generally, the audience does not 
appreciate the way the gala’s production team placed ads during the live show. This is because 
the audience received ad content passively and inevitably, without any choices, unless the 
audience chose to turn off the television. However, posting ads in an interactive game allowed 
the audience to play spontaneously; this way of posting ads was more acceptable as an 
independent and active action conducted by the audience themselves instead of by the gala. The 
audience has the right to choose whether or not to join the game. Once the audience decided to 
opt in, that means they agreed to receive any information from the game, which included 
advertising.  
 
 
Table 4 Research Question 5 
Research Question(s) 
R5: What are the factors that influence the audience to watch or stop watching the gala? 
 
 
In addition to questions concerning social media and the gala, the study also investigated 
how the audience evaluated the program’s quality. The gala is four and one half hours in 
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duration, yet 50% of the survey’s participants responded that they watched the gala for one and 
half hours on average. Among the 69 respondents, 35 of were from the 16 to 26 demographic. 
Less than 10% of the participants said that they watched the gala from the beginning until the 
end.  
 It was noted that half of the participants from the 16-26 age group admitted that they 
watched the gala because they wanted to be knowledgeable and understand the jokes or ridicule 
that people contributed on social media. The result here once again was that social media exert 
influence on younger viewers, and that the gala should not be underestimated but conversely, the 
gala producers should take full advantage of social media and develop more innovation in the 
gala in the next five to ten years.  
 However, in order to help the show’s ratings, it is not sufficient to merely contain social 
media in the gala. 87.7% of the respondents agreed that the quality of the gala’s programs have 
been in decline since 2010. More than half of the respondents do not expect to watch the gala 
next year. These data indicated that people have been disappointed by the Spring Festival Gala, 
and that the show has slowly faded from tradition in the Chinese Lunar New Year; the show may 
not be indispensable for most of the audience.  
Limitations 
 Due to distance issue the researcher was not able to travel to China for a more 
comprehensive investigation, such as in person viewer interviews. Also, since the survey was 
conducted on the internet, the demographics were not within control of the researcher.   
The Relationship between the Spring Festival Gala and Social Television  
 Before the new millennium (2000’s), the public’s main mass media of choice were 
television, newspapers, magazines and radio. With a wide variety of new social media platforms, 
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the audience is no longer limited to receiving messages and news passively, but occupies a 
proactive position now. They are researchers, consultants and interlocutors. The audience 
actively participates to produce, consume and spread messages through different media 
platforms. The phenomenon is defined as “spreadable media”, and the concept was conceived by 
media scholar Henry Jenkins in 2009. Spreadable media is more concerned with interaction by 
the prosumer, defined as a consumer of information from producers (create content), an audience 
(review content) and a disseminator (share content with others). The more prosumers dominate 
interaction, the stronger the merging effect will be. Therefore, spreadable media platforms such 
as Facebook and Weibo have been rapidly increasing in popularity so that it has caused a certain 
percentage of the audience (especially younger groups) to leave television and turn to a computer 
and smart phone. (Cai and Peng, 2011)  
 The analysis above points out that social media is helping the gala develop a new 
pattern for the future. Interactive games greatly enhanced attention by young audiences. The gala 
can utilize promotion on Weibo and WeChat in order to attract and satisfy the audience.  For 
many viewers, television is considered to be the first screen. However, as of 2016, more and 
more audiences are watching television programs through the second screen, which includes 
computer and mobile devices like smart phones and tablets. These second screens gradually 
replace the traditional first screen.   
Thus, social media can assist the Spring Festival Gala in raising the attention of the 
audience, especially within younger demographics. The momentum of social media should not 
be overlooked as social television will be a continued trend in China for the next five to ten 
years.  
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 Advertising is a key economic driver of media. To add social media games in the Gala 
was a bold attempt. It offers a great chance to increase benefits for CCTV as well. With the game 
“Shake Shake”, if the participant shakes a red pocket during the game on a winning page, there 
will be specific ads appearing with the prize. This not only insures the effect of the advertising 
but also lets participants gather benefits and fun simultaneously. This new format “jumps out” of 
the “first screen” into multi-screens and develops infinite business opportunities in the future. If 
the gala producers continue to adopt social media games as the only outlet to insert ads in the 
gala show indirectly, the price for buying advertising in the game will increase quickly. It can 
also produce more revenue for CCTV. (Huang, 2014) 
Conclusion  
 When the first Spring Festival Gala was held in 1983, the only way to connect 
audiences and the gala was through a telephone hotline. When short message services (SMS) 
became a trend during the 90s, the audience could text comments to the live show to express 
their thoughts. Then, with the popularity of the internet, social media platforms allowed the 
audience to get closer to the gala. The general director of the 2015 Spring Festival Gala Wen Ha 
said in an interview with People’s Daily that “the purpose of producing the gala is to let 
everyone become a part of the show, not just enjoy a visual feast, but also gain cheer in the social 
media game’s interaction.” (Zu, 2015)   
Even though the ratings have declined for many years, the Gala producers have tried 
quickly to regain confidence. To promote novel additions like social media games is an 
inevitable trend that needs to continue. Advertisers are also able to publicize during the game and 
impress the audience. With a well-prepared strategy, the Spring Festival Gala should be able to 
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continue. CCTV can combine a traditional broadcast with social television and have a large 
impact on the Chinese television industry. 
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APPENDIX A 
   A survey of social media and Spring Festival Gala 
 The questionnaire was created by a Television Management master’s student at Drexel 
University. The survey will ask your opinions about what you think about the use of social media 
in 2015 and 2016’s Spring Festival Gala. Please kindly spend your valued five minutes to answer 
the following questions. I truly appreciate your help!  
Survey published date: March 4, 2016       Survey closed date: April 1, 2016 
Effective respondents: 138 
1. What is your gender? 
a. Male 
b. Female 
 
2. What is your age? 
a. 16-26 
b. 27-36 
c. 37-46 
d. 46 and above 
3. How did you watch the Spring Gala in 2010?  
a. Television               c. Computer 
b. Tablet    d. Mobile Device 
 
4. How did you watch the Spring Gala in 2016? 
a. Television               c. Computer 
b. Tablet                     d. Mobile Device 
 
5. Did you go on social media like WeChat or Weibo while watching the Gala this year? 
a. Yes 
b. No 
 
6. What did you do on social media while watching the Gala? 
a. Chat with friends on social media  
b. Discuss and comment on the programs of Spring Gala on social, such as on Weibo 
and WeChat.                          
c. Browse other people’s comments of the Gala on social media 
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7. Do you agree that audience comments and discussion on social media motivated you to 
watch the Gala? 
a. Strongly Agree          c. Disagree  
b. Agree                         d. Strongly Disagree 
 
8. Did you know or play the “Shake Shake” game while watching 2015’s Gala as well 
“Collecting 5 cards” in 2016’s gala?  
a. I knew the game, but did not play it    c. I did not know the game  
b. I knew the game and also play it                          
 
9. Did you feel annoy when there was an ads pop out while you were playing games like 
“shake shake” or “collecting cards “while watching the Spring Gala? 
a. The ads are annoying but it is understandable       c. Fairly annoying 
b. Completely annoying                                             d. The ads can be ignored because I 
enjoyed the social media game 
 
10.  Do you think that placing ads in the social media games is more appropriate than placing 
ads directly in the Gala? 
a. No matter what kinds of ads in any platform, it just being annoying 
b. Ads on social media games are better than rigidly placed in the Gala 
c. Both of patterns are not acceptable 
d. Since I didn’t play the game so It doesn’t matter to me 
 
11. Could you remember the ads that you saw on the games? 
a. Yes 
b. No 
c. A little bit, but not too impressive 
 
12. Whether the social media interactive allows you to add more interest to watch the Spring 
Gala? 
a. Yes 
b. No 
 
13. Will viewers support the gala’s strategy to create more social media games? If yes, please 
tell the reason. 
a. Yes, I think the Spring Gala should keep the game because 
__________________________ 
b. No 
 
14. How long on average would you watch the Spring Gala?  
a. 0-1.5 hours 
b. 1.5-3 hours 
c. 4-4.5 hours 
 
15. The reason(s) why you are choosing to watch the Spring Gala?  
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a. The show includes my favorite singer(s) or actor. 
b. I have been watching the Gala for a long time, it’s a tradition. 
c. I have no choice since the four-hour period is monopolized by CCTELEVISION, 
which means every provincial channel must broadcast the Gala at the same time. 
d. Afraid of not being knowledgably about the jokes that people make from the social 
media.  
 
16. Would the appeal of the gala’s entertainment features be decreased the political factors? 
It has great impact 
a. It has great impact 
b. It certainly affecting the show but not greatly 
c. No much affect 
d. Not at all 
 
17. Do you think whether the Spring Gala’s production quality is in a downward trend in 
recent years? 
a. Yes 
b. No 
 
18. Are you still looking forward to watch the Spring Gala next year? 
a. Yes 
b. No 
c. It doesn’t matter 
 
19. What is your suggestion for the Spring Gala to improve its quality of the program? Please 
write down your opinions. Thank you so much for your participation!  
 
  
